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Executive Summary 
Case-based business school syllabi do not accurately reflect the following reality of today's 
workforce: Women hold a majority of corporate management positions with central decision-
making authority in United States corporations (although men comprise a majority of the top 
executive positions). A recent Newsweek article sized up gender progress (or lack thereof) in 
MBA programs by noting: "While the number of women in senior management has swelled by 
some 60 percent in the past decade, gains in the boardroom have yet to penetrate the 
classroom."1 
Current gender representation in business school cases—which are designed to teach students 
how to analyze and develop strategies—neglects to pro vide female students with role models 
on how to achieve in the business world, especially because students tend to model their 
behavior on cases.2 At the same time, male students are sent a subtle message: Women are 
barely in the business world and will not be a part of your working environment.3 
We conducted a content analysis of cases that compose the core Corporate Strategy syllabi of 
six highly regarded business schools and found that women are grossly under-represented as 
central managerial decision makers (protagonists). Of the 52 cases analyzed, only 3 of the 
cases (2%) feature women as protagonists. Even when women are represented as key decision 
makers, they tend to be employed by organizations with a stereotypically feminine bent—e.g., 
cosmetics and the performing arts. 
University of Michigan Business School (UMBS) faculty can take the lead from an 
implementation standpoint by incorporating more existing cases with female protagonists into 
their syllabi. To be sure, UMBS can bolster its initiative to become the "business school of 
choice" for women by demonstrating a curricular commitment to diversity and deliver on a 
"business imperative"4 to teach its students with cases that reflect today's business world 
Specifically, we recommend that UMBS: 
1. Create a sense of urgency 
2. Give Incentives to faculty to develop gender-balanced syllabi 
3. Provide faculty with the requisite resources to develop gender-balanced 
syllabi 
4. Encourage faculty to use cases developed by students 
In addition to discussing these recommendations in more detail, this report expounds the 
findings from our analysis and provides an educational context for the issue at hand. 
"Where are the women?" 
attributed to Joseph Fouche, Minister of Police under Napolean, 
in Les Mohicans de Paris by Alexandre Dumas 
Although Fouche was referring to nineteenth century France, the same question is, 
unfortunately, relevant to teaching cases currently used in schools of management and 
business administration across the country. Women hold a majority of corporate management 
positions with central decision-making authority in United States corporations (although men 
do comprise a majority of the top executive positions).5 However, today's business curricula 
suggest otherwise. Men continue to be overwhelmingly featured as central managerial 
decision makers in both senior and middle management positions in the cases read by most 
MBA students. A recent Newsweek article sized up gender progress (or lack thereof) in MBA 
programs by noting: "While the number of women in senior management has swelled by some 
60 percent in the past decade, gains in the boardroom have yet to penetrate the classroom."6 
Cases for core Corporate Strategy classes illuminate this critical gender issue in business 
school curricula. We conducted a content analysis of cases that compose the syllabi of six 
highly regarded business schools, and found that women are grossly under-represented as 
central managerial decision makers (protagonists) of the cases used to teach entering MBA 
students key concepts, frameworks, and cognitive approaches pertinent to strategy in 
corporate settings. In fact, only 2% of the cases analyzed featured women in these roles. Even 
when women are represented as key decision makers, they tend to be employed by companies 
with a stereotypically feminine bent—e.g., cosmetics and the performing arts. 
The importance of analyzing gender content of business cases—notably in Corporate 
Strategy—is twofold: 
1. Educators have become acutely interested in the extent of gender 
imbalance in business school cases. The Committee of 200 initiative at 
Harvard Business School (HBS), which we will discuss in the next section, 
exemplifies this interest. In addition, balanced syllabi may serve to mitigate 
a phenomenon whereby women are choosing to enter schools of medicine 
and law over schools of management and business administration. Indeed, 
schools, such as the University of Michigan Business School (UMBS), 
have launched studies to examine this trend. 
2. Implications exist for students' quality of education. Corporate 
Strategy is taught from a general management perspective with respect to 
improving overall firm performance. Syllabi should accurately mirror 
current demographics of the managerial workforce and convey any gender-
specific perspectives on decision making. This way, the benefits of 
balanced gender representation can accrue to both women and men— 
because a student's learning from the case method can be enhanced by 
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psychological inclusion and by access to the minds of a variety of case 
protagonists who "should reflect the real world of business."7 
In addition to expounding the findings from our analysis, this study provides an educational 
context for the issue at hand. We conclude by offering recommendations to UMBS for 
implementing change to ensure gender-balanced case syllabi. 
Providing a Context for Curriculum Change 
Injecting more cases with female central decision makers into business school curricula could 
prove to be a daunting challenge. In discussing how difficult such curriculum change can be, 
one faculty member quipped, "Trying to add material about women to a conventional course 
is like adding the fact that the world is round to a course based on the assumption that the 
world is flat."8 
Others may ask: If it's so difficult to identify women executives to be case study protagonists, 
so time-consuming to research cases, and so expensive to write them, then why not simply 
change the names of currently existing cases? In response to this very question, Harvard's 
Myra Hart, Assistant Professor of Entrepreneurship, replied: "It would be entirely false to try 
to introduce more women into the curriculum by simply changing the names. We want to be 
clear and honest and direct when we put cases before our students."9 
To be sure, fabricating names in business school cases would constitute an unethical, 
consternating academic prevarication—just as if names and gender identities were switched in 
a history textbook. Remarked the Kennedy School's Mr. Husock, "We don't re-gender 
protagonists because we're not novelists. We can't predict that all events would remain the 
same if gender were changed."10 
A History of Imbalance 
The issue of gender balance in curriculum continues to plague academia of all disciplines— 
from business to engineering to public policy. For example, after 10 years of student pressure, 
the dean of Harvard's John F. Kennedy School of Government finally mandated that faculty 
include more cases featuring women in their curricula. Still, according to Howard Husock, the 
school's Case Program Director, ". ..the Kennedy School has by no means resolved the 
diversity issue. Students regularly demand more cases featuring both women and 
minorities."11 
Some scholars trace gender bias in curricula back to general scholarship on developing 
specific ways of teaching. According to Tomm and Hamilton,12 "[g]ender bias extends from 
the exclusive or predominant use of males as the subjects of research to the employment of 
androcentric theoretical paradigms and methodologies." The context underlying this assertion 
is somewhat stunning, because women have constituted a majority of students in American 
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colleges and universities since 1979, earning more than half of all associate's, bachelor's, and 
master's degrees.13 
Why Business Schools Should Care 
Furthermore, professional schools of education—irrespective of specialization—have been 
reticent to question a priori assumptions about the ways in which knowledge has been 
selected, constructed, distributed, and legitimated.14 Driven to cynicism over the subject, one 
sociologist summed up the current state of gender affairs in education as follows: "Who really 
gives a damn about reading...about women, their dilemmas, their problems, their attempts at 
solutions?"15 
People associated with some of the nation's top business schools apparently do care. On one 
level, administrators are dismayed that the percentage of women enrolled in MBA programs in 
this country averages 29%, as compared with 40% for medical and law schools.16 Several 
schools, such as UMBS, are searching for answers to the trend. 
To be sure, potential applicants do not base their decisions to apply to, say, medical schools 
over business schools based on gender representation in course materials. However, business 
schools with balanced curricula could promote themselves in this light. Knowing that a 
business school's case curricula accurately mirror gender representation in companies' 
management ranks may favorably predispose a potential applicant to a specific business 
school. In addition, such innovation in education appears to be quite salient to business 
schools' corporate clients and alumni.17'18 
The most compelling reason for change revolves around a desire to improve the quality of 
education for both male and female MBA students. Even though researchers do not know 
exactly how teaching leads to learning,19 they do acknowledge the importance of affective as 
well as cognitive processes that influence learners "as they struggle to make sense out of the 
instruction they receive."20 
The case study method used by most business schools is especially powerful for "connected 
knowers,"21 who "begin with an interest in the facts of other people's lives, but [who] 
gradually shift the focus to other people's ways of thinking."22 Case writers do more than 
simply communicate general background information and specific facts of a business situation. 
They aim to impart knowledge by providing access to the mind of the cases' key decision 
makers and especially the protagonist—his or her assessment of the situation, reactions, and, 
above all, capacity to reason. In essence, case studies transfer knowledge through an attempt 
to "share the experience that has led the person to form an idea."23 
Thus, under-representation of women becomes problematic in business school cases—for two 
main reasons. First, students are not given the reflection of reality—that women hold at least 
as many corporate management positions as do men. According to Professor Hart, who is the 
coordinator of Committee of 200 project at HBS, this "reinforces the wrong ideas—that this 
is the business world of the 1950s and 1960s."24 
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Current gender representation in business school cases—which are designed to teach students 
how to analyze and develop strategies—neglects to provide female students with role models 
on how to achieve, especially because students tend to model their behavior on cases.*" At the 
same time, male students are sent a subtle message: Women are barely in the business world 
and will not be a part of your working environment." 
Also, both male and female students gain only limited access to female decision-making 
perspectives through the cases they read. Research indicates that gender does matter in the 
area of formal authority and leadership,27 a primary emphasis of business schools and, not 
coincidentally, of business school cases. According to Garvin and Reed Glover,28 "...as more 
alternative bodies of knowledge are developed, we must turn our attention to ways 
that... incorporate new knowledge and perspectives that reflect the experiences of both 
women and men...." 
Second, the learning experience might not be as enriching for female students as it is for male 
students in case-based courses. According to Butler,29 "Knowledge is identity and identity is 
knowledge. All knowledge is explicitly and implicitly related to who we are, both as 
individuals and as groups." In this paradigm, under-representation presents female students 
with an unequal opportunity for a specific type of learning. Because the case method forces 
students to interact with the material, feelings of efficacy are derived from such interaction. 
Accordingly, gender distortion of female managers with primary decision making authority 
puts female students at risk of feeling invisible in the context of business.30 
Here again, under-representation results in a dearth of "mental role models" for women—a 
phrase used by Patricia O'Brien, dean of the Simmons College Graduate School of 
Management (the only program in the U.S. exclusively for women). In discussing the founding 
of Simmons in 1974 by two former HBS professors, O'Brien noted that "...the cases that 
were taught were all about male managers, and that no one focuses on what it means to be a 
woman in the male corporate world."31 
Change on the Horizon: The Committee of 200 Initiative 
Appropriately enough, HBS plans to add more case studies with women managers to reflect 
the reality of today's workforce. "This issue has been continually on our minds," noted school 
spokesman and professor F. Warren McFarlan, who called the move "an extremely important 
change" to reflect managerial reality and, in the longer term, potentially to highlight 
differences in management style between men and women.32,33 Much of the importance stems 
from the fact that HBS distributes over 6 million copies of its case studies to business schools 
worldwide, lending global education implications to the initiative. 
A group of female executives—called the Committee of 200—hopes to rectify the situation by 
offering its networking muscle to identify potential cases from its contacts in the business 
world. In addition, the Committee of 200 matched a $250,000 grant from member Marjorie 
Alfus to develop new cases featuring women executive decision makers. HBS then matched 
that $500,000—bringing the total funds available to $1 million. (The school typically spends 
$25,000 to research and write one case study.34) 
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2. Obtained all cases used in the schools core Corporate Strategy classes 
for MBA students of the Class of 1998. 
3. Analyzed cases with the following data points in mind: 
a. Protagonists/central decision makers 
b. Protagonists' company industry 
c. Case author(s) 
d. Case supporting author(s) 
Findings 
In seeking to confirm or to deny our hypothesis, we set out to answer two overarching 
questions—and found the following answers: 
1. Do the schools' Corporate Strategy case syllabi accurately reflect the 
proportion of women who hold corporate management positions with central 
decision-making authority—and does this correlate with the schools' 
proportion of enrolled female students? Clearly not. As Table 2 indicates, not 
one of the cases used by the top five schools, which have similar proportions of 
female MBA students,38 features a female protagonist as the key decision maker. 
(Raw data for our findings are presented in Appendix 1.) 
Case Protagonist Breakout by School 
School 
Harvard University <HBS) 
Northwestern University (Kellogg) 
Simmons College Graduate 
School of Management (Simmons) 
Stanford University (Stanford) 
University of Michigan (UMBS) 
University of Pennsylvania (Wharton) 







* Despite repeated efforts to obtain all Simmons cases, the school only released 7 of 16 
teaching materials. 
Although Simmons' Corporate Strategy class includes three cases with 
female protagonists, it is interesting to note that two of the cases—Estee 
Lauder and The Lyric Dinner Theater—involve nontraditional, 
stereotypically female lines of business. The Estee Lauder "case" is actually 
a chapter from the cosmetic magnate's autobiography. Unfortunately, the 
third case with a leading female role, Techmatic, was written by a Simmons 
professor and is not available for distribution to other schools. 
2. Does gender of the cases' authors and supporting authors lead to a 
realistic representation of female central decision makers? Tables 3a & 
3b detail the percentage of cases with female decision makers with respect 
to case authorship. For instance, of the 33 cases with 100% male 
authorship, 1 (or 3.0%) included a woman as the central management 
figure; similarly, 1 out of 12 cases (8.3%) with 100% female authorship 
included a woman as the central management figure. 
























































Because we identified only three cases with female protagonists serving as 
key decision makers, meaningful conclusions cannot be drawn with respect 
to the author/supporting author factor. Nevertheless, our findings 
accentuate those of an extensive study undertaken by the University of 
Virginia's Darden Graduate School of Business Administration. The study, 
Establishing the Diversity Case Bank: A Resource of the Darden Case 
Bibliography, analyzed on variety of levels the content of 1314 cases and 
videotapes used in case course by Darden faculty (see Appendix 2). A 
female decision maker appeared in only 133 cases (approximately 10%), 
while women represent 31% of Darden's student body and hold over 40% 
of management positions in the industries discussed in those cases.39 
Our findings confirm what researchers at Darden identified and the Committee of 200 
initiative seeks to change: Business school cases depicting women as protagonists in 
leadership positions are woefully lacking. Fresh cases need to be written that feature women 
in such roles in proportion to workforce demographics to the greatest extent possible. New 
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cases will aid faculty members who are committed to correcting under-representation in their 
syllabi—as will resources to help them identify extant cases with female protagonists. 
One possible resource we found is the "Women in Management Cases" website 
(web.bentley.edu/main/reference). Complied by Judith R. Gordon (Associate Professor of 
Management, Boston College), Diane M. Kellogg (Associate Professor of Management, 
Bentley College), and Patricia M. Flynn (Dean, Graduate School of Business Administration, 
and Professor of Economics, Bentley College), the website serves as an annotated 
bibliography of business cases featuring women in positions of management, leadership, or 
decision making. The resource includes over 200 cases—mostly falling in the realm of 
Organizational Behavior—and lists publishers of the cases. Appendix 3 provides a sample 
from this site. 
The 133 cases in Darden's case bibliography that include women as primary decision makers 
are included in Appendix 2. However, a thorough review of the cases' abstracts found that 
relatively few of the cases will be appropriate for inclusion in a core Corporate Strategy class. 
Only four are categorized "business policy," with the remaining 129 focusing narrowly on 
specific business disciplines (e.g., Marketing or Operations Management). 
Recommendations 
Given the proportion of women managers in U.S. corporations, the literature on learning 
styles, and our content analysis of Corporate Strategy syllabi from six business schools, we are 
compelled to implore UMBS faculty (and their peers at other institutions) to use more cases 
that feature women as central management decision makers. Corollaries to our overarching 
recommendation are the needs to: 
1. Create a sense of urgency. This endeavor is an opportunity for UMBS to 
bolster its initiative to become the business school of choice for women. By 
demonstrating a curricular commitment to diversity, UMBS will be better 
able to deliver on a "business imperative"40 to teach its students with cases 
that depict how all types of persons deal with managerial problems. 
Although case publishing schools such as HBS and Darden have the means 
to classify cases in their libraries on, say, a gender-protagonist basis, the 
crucial issue remains implementation of gender-balanced syllabi. UMBS 
can still take the lead in this regard, and be recognized for doing so. 
2. Provide incentives to faculty to develop balanced syllabi. Even the best 
intentioned faculty can fail to take action. Thus, it is appropriate for 
incentives to be put in place. For example, Dean White or the Teaching 
Committee could review a copy of the syllabus for each case-based course, 
requesting that cases with female protagonists be highlighted. New courses 
could be denied a place in the curriculum if they do not include balanced 
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syllabi, and recurrent courses could be given two cycles to bring balance 
into their syllabi. 
3. Provide faculty with the requisite resources to develop balanced 
syllabi. Faculty are severely time constrained, to say the least. Finding new 
cases to teach—and then generating a lesson plan to teach them—will 
indeed be time consuming. HBS Professor Hart noted that current turnover 
of cases is just 10%-15% per session, and that those cases replaced are 
done so only as they become out-of-date. 
To begin with, it might be necessary to hold a faculty workshop to reiterate the 
importance of the issue at hand and to provide direction for thoughtful 
integration of new cases. However, based on interviews with various 
faculty members, such a workshop might be lightly attended if it is not 
made mandatory. 
Funding could be provided to hire a research assistant to identify relevant cases 
to mitigate gender imbalance in case-based syllabi, and a UMBS database 
could be created and maintained. The Bentley and Darden resources 
alluded to in this report provide a starting point. In addition, alternative 
resources may be available. Appendix 4—prepared expressly for UMBS at 
our request—presents abstracts of cases used at Harvard's Kennedy 
School of Government that feature female protagonists. 
4. Encourage faculty to use cases developed by students. This initiative 
could be launched in the spirit of the Committee of 200 endeavor. Not only 
would students benefit by conducting original research on intriguing 
business situations, but they would also be afforded the opportunity to 
contribute to the education of their peers. Implementing this 
recommendation should leverage the resources of the Office of Alumni 
Relations and of Michigan Business Women by putting students in touch 
with alumni who would be willing to serve as case protagonists under 
faculty supervision. 
Concluding Remarks 
The under-representation of female protagonists in business school cases is a critical issue for 
UMBS. Cases play an integral role not only in the education of business school students, but 
also in the development of students' perceptions about the business world. UMBS will greatly 
benefit from the implementation of our recommendations, both in terms of educational 
innovation and the "business school of choice" initiative. We hope that this report 
provides inspiration to make progress in delivering gender-balanced, case-based curricula to 
today's business students—and tomorrow's leaders. 
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APPENDIX 2A: TEXT FROM THE DARDEN RESOURCE 
ESTABLISHING THE DIVERSITY CASE BANK 
ELIZABETH A. POWELL, CHAIR1 
Recently, Dean Leo I. Higdon, Jr. and the Darden Equity Council renewed interest 
in developing a resource called the Diversity Case Bank. The purposes of the Diversity 
Case Bank are to (1) define what Darden means by diversity, (2) demonstrate Darden's 
commitment to improving its representation of diversity in its case materials, (3) centralize 
and provide easy access to diversity-related case materials produced at Darden, and (4) 
inspire new case development and research devoted to diversity. 
This report is intended to acknowledge the progress we have made and to 
encourage ourselves to continue developing our responsiveness to diversity. In general, 
Darden already has a significant number of cases which are devoted to diversity in some 
way. However, in particular, there are areas, topics, and protagonists that we can cover 
better with respect to diversity. To charter and perpetuate the Diversity Case Bank, this 
report presents a comprehensive plan that 
• defines what diversity means in the context of business 
• collects and evaluates our current case resources 
• establishes the Diversity Case Bank as a source for internal and external users 
• creates an infrastructure that will perpetuate the Diversity Case Bank 
• provides the means for growing additional Diversity Case Bank resources. 
I. DEFINING DIVERSITY 
Diversity in Context 
Dean Higdon recently explained to first-year MBA students that Darden's 
commitment to diversity is a business imperative and integral to the school's mission. The 
goal of our commitment to diversity, he said, "is not about advantages for one group over 
another. . . . It is about inventing a new heterogeneous culture that respects difference to 
foster cooperation and achieve management objectives."2 
As we end this century, U.S. and global workforces are becoming increasingly 
diverse in terms of abilities, gender, ethnicity, sexuality, and socio-economic origins. 
Simultaneously, technology and the world political economy have opened new markets, 
requiring businesses to become increasingly international and entrepreneurial. Indeed, 
1 Many thanks to primary researcher Supriya Desai, MBA '95. Elaine Moran and Sheila 
McMillen also provided research assistance. 
2 Leo I. Higdon, Jr., Remarks on Diversity Day, March 29, 1996. 
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managers need to find new strategies of leadership to respond well to both the diversifying 
workforce and the diversity of business. 
One of Darden's main responsibilities is to prepare its students for the future 
conditions of business. While men who are Caucasian will continue to enter the 
workforce, we also need to provide cases that depict how other types of people deal with 
managerial problems. While U.S. corporations will continue their high profile in business, 
we also need to provide cases that depict alternative contexts and models of business 
whether small scale or international. At present, accomplishing this is challenging, for we 
need case materials that represent the ranges of workforce diversity and business practices 
even as they are developing and in flux. 
What Do We Mean by "Diversity"? 
While diversity denotes "difference," it also means "variety and multiformity."' 
We began with the observation that the mainstream depiction in our case material is of 
Caucasian male managers in corporate America; therefore, we first defined diversity as 
whatever was different than that model. However, defining diversity as the opposite of 
mainstream does not fully satisfy the meaning of diversity. Therefore, we further defined 
diversity to mean the variety of people in and contexts and models of business. In 
addition, we recognized that there are recurring issues related to diversity, ranging from 
the interpersonal to the ethical realms. 
Identifying the variety and multiformity of mainstream alternatives led us to 
conceptualize our definition of diversity in three ways. First, we identified different types 
of protagonists who have been historically underrepresented in leadership positions. 
Naming these was relatively straightforward, because we could rely upon established 
demographic categories, such as Female or African-American. 
Second, we conceptualized alternative 
contexts and models of business by 
recognizing that diversity overlaps with 
two other business trends: globalization 
and entrepreneurship. The Venn diagram 
to the right illustrates these overlaps. 
The Gender Variable in Core Corporate Strategy Syllabi Appendix 2a 
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Third, we envisioned a core of 
interpersonal diversity issues surrounded 
by social, international, and ethical 
diversity issues. The concentric circles to 
the right illustrate our model. Core 
diversity topics would begin, for example, 
with Diversity in the Workplace and 
expand through Business and Society, 
Cross-cultural Relations, and Social 
Responsibility. 
In summary, the labels "diverse" or "diversity" were used in this project to identify 
any of the following: 
• Protagonists who have been historically underrepresented in leadership roles. 
The primary teaching objective of representing a diverse protagonist is 
exposing students to constructive female or minority role models whether a 
diverse protagonist's identity is problematic or not. To be sure, seeing, and 
potentially identifying with, women and minorities as they competently perform 
their jobs is as important a diversity lesson as learning about the diversity-
related issues that often come up for these groups of people. 
• Alternative Contexts and Models of Business such as international or small 
business. The teaching objectives of these types of cases may be numerous and 
may include varying degrees of emphasis upon diversity as a case issue. 
Because alternative contexts and models of business may raise practical and 
diversity issues not found in corporate America, this definition of diversity is 
intended to broaden the range of business issues to which students are exposed 
and to keep pace with the evolution of business. 
• Diversity-related Issues related to the diversification of the workforce and 
models of business, such as Discrimination, Work-Family Issues, Community 
Relations, or Cross-cultural Relations. Diversity-related issues may figure 
centrally or marginally in a particular case. Nevertheless, the advantage of 
teaching cases containing diversity-related issues is exposing students to 
business issues within the context and complexity of the human issues of 
business. 
Because the "mainstream" has been so well represented and documented, it has been 
excluded from this project. Nevertheless, in the true meaning of diversity, an ultimate goal 





our MBA population: 31% female, 13% international, and 17% minority (including 8% 
African-American, 6% Hispanic, 3% Asian, and 1% Native American). 
Course Area 
As one might expect, some course areas have higher numbers or higher 
percentages of diversity cases depending upon either the productivity of the course area or 
the area's inherent interests in diversity topics. A simple tally of diversity cases by course 
area with the percentage of diversity cases per course area demonstrates the relative 
contribution of each course area to the Diversity Case Bank: 
Table 3 
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It is interesting to note that in those course areas that dominate the Bibliography there are 
higher numbers but lower percentages of diversity-related cases. On the other hand, some 
of the smaller course areas, with percentages higher than the overall 33%, also contribute 
significantly to the Diversity Case Bank. 
The analysis by course area suggests some possible areas of improvement. While 
it would be easy to say that diversity naturally comes up in the so-called "soft" course 
areas more so than the so-called "hard" course areas, that assumption overlooks the 
importance of teaching diversity lessons and role models across industries and 
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management functions. In addition, there is potentially an opportunity cost for those areas 
which have a natural proclivity toward diversity; that is, other important subjects may not 
be covered, because faculty in these areas feel especially responsible for representing 
diversity in our offerings. A goal may be to look for creative ways to share the 
responsibility of diverse representation across course areas. 
HL ESTABLISHING THE DIVERSITY CASE BANK 
To assist the public and internal users of the Darden Case Bibliography in reaching 
diversity-related cases quickly and efficiently, we have worked with Ann Morris and 
Elaine Moran in DEMS to implement the following improvements for the upcoming 
Darden Case Bibliography 1996-97. 
1. Integrate the Diversity Subject Index into the regular subject index for the 
entire Darden Case Bibliography. 
2. Use a special symbol in the abstracts section of the Darden Case 
Bibliography to identify diversity-related cases (• DIVERSITY). 
3. Include a brief explanation of the diversity symbol in the front matter of the 
Darden Case Bibliography. 
4. Prepare a separate mini-bibliography of the Diversity Case Bank to be 
used for targeted promotions whether internal or external. 
IV. PERPETUATING THE DIVERSITY CASE BANK 
To insure that the efforts put into this project are sustained, we have recognized 
that we must also create a system that will perpetuate the future growth of the Diversity 
Case Bank. Creating such a system dovetails with efforts already being made in DEMS to 
update and standardize indexing of the Darden Case Bibliography and Library; a side 
benefit of this study is that it has piloted a system for indexing Darden's cases. We are 
currently working with DEMS, editing, word processing, and computing to enact the 
following changes. 
1. Add diversity topics to "keyword" list used to identify index headings and 
entries. A list will be circulated in the near future. 
2. Update the Case Registration form to include a section for specifically 
identifying diversity cases. Information gathered from this form could be used 
to track the progress of efforts to increase diversity in case writing and to aid 
future indexing. 
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exceptional casewriter, Sheila McMillen, whose resume is attached in Exhibit 4. Faculty 
who are interested in funding assistance should submit a proposal to Robert Spekman. 
Priority will be given to proposals that address diversity substantively and to those course 
areas which need to improve their percentage of diversity-related cases. Elizabeth Powell 
is available to assist faculty in developing the diversity-related issues of their cases. Some 
simple suggestions for "diversifying" case materials appear in Exhibit 5. 
CONCLUSION 
The results of this study are positive. Approximately one third of the cases in the 
Darden Case Bibliography are diversity-related. But clearly there are areas which we 
need to improve upon, particular in terms of protagonists. As a community we need to 
represent and use diversity in our materials not only as a matter of conscience, but as a 
reflection of our leadership excellence in business education. As an institution we are 
creating an infrastructure and devoting resources to building diversity-related materials. 
Darden can turn what was once a liability into a strength. With persistent effort, one day 
Darden could be known and celebrated for its commitment to diversity. 
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